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ADVERTISING 


BETTER DISPLAYS AND EXHIBITS FOR LESS TIME 
AND MONEY 

Robert Nagle (Display Sales, Inc.) Vol. 2, No. 11 (De- 
cember, 1967), page 20. 

An eight-point guideline for producing better displays and 
exhibits with less expenditure of time and money. 


COPY TESTING 

Vol. 2, No. 9 (October, 1967), page 13. 

Three methods of pretesting copy —by group interview, by 
direct mail and by prototype journal — demonstrate that copy 
testing can be effective. 


THE DIVIDED WORLD OF MEDIA RESEARCH 
Sherwood Dodge (Advertising Research Foundation) Vol. 
1, No. 2 (November, 1966), page 30. 

Valid systems of media research are not always relevant 
and highly relevant systems are seldom tested for validity, 
indicating a possible need for new techniques. 


DRUG COMMUNICATION AND THE PHYSICIAN 

Dr. Louis Lasagna (Johns Hopkins Hospital) Vol. 3, 
No. 10 (October, 1968), page 9. 

A frequent critic speaks out on the many problems in the 
area of drug communication and on advertising’s responsi- 
bility to the physician. 


ETHICS IS ALIVE AND WELL IN MEDICAL AD-LAND 
Robert Oppenheimer (Lederle Laboratories) Vol. 3, No. 4 
(April, 1968), page 9. 

A veteran of ethical drug advertising speaks out in a 
documented rebuttal to newspaper accusations and intima- 
tions of “shady” practices in advertising. 


LET’S STOP THE MEDIA MERRY-GO-ROUND! 

Dr. Max A. Ferm (Shaller-Rubin Co.) Vol. 2, No. 8 
(September, 1967), page 23. 

If the drug manufacturer wants to know exactly what 
returns he can expect for his advertising dollar, he may 
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have to do his own testing, as has Shaller-Rubin with great 
success. 


MATHEMATICS AND AD EXPOSURE 

Dr. Max A. Ferm (Shaller-Rubin Co.) Vol. 2, No. 10 
(November, 1967), page 13. 

Determining the average ad page exposure for your adver- 
tising is complicated, but it can help you get the most out of 
your advertising budget. 


PHYSICIAN—TEST THYSELF 

Vol. 2, No. 5 (May, 1967), page 28. 

Ad campaign by Merck Sharp & Dohme replaces copy with 
medical quizzes, and gets excellent results. 


PROJECT: MAGAZINE-WITHIN-A-MAGAZINE 
Claiborne Robins (A. H. Robins, Inc.) Vol. 2, No. 5 (May, 
1967), page 12. 

The PMA proposes a new kind of advertising campaign, 
telling the story of the drug industry by means of miniature 
magazines to be printed within the covers of regular con- 
sumer magazines. 


SQUEEZING THE WASTE OUT OF ADVERTISING 
Russell H. Colley Vol. 2, No. 4 (April, 1967), page 19. 
An examination of why and how a substantial part of the 
billions spent annually on advertising is wasted for lack of 
well-defined objectives. 


WINDOW ON HISTORY 

Vol. 1, No. 2 (November, 1966), page 33. 

The Sandoz “Headlines in History” series for Mellaril is 
rated “the most irresistible direct mail campaign of 1966.” 


YESTERDAY, TODAY AND TOMORROW IN DRUG 
ADVERTISING 

Edwin Funk (Paul Klemtner & Co.) Vol. 2, No. 3 (March, 
1967), page 13. 

A plea for using advertising as a selling force, not a post- 
graduate course in medical education. 
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AGENCY-CLIENT RELATIONSHIPS 


THE CASE FOR EIF 

Clayton Huff (Batten, Barton, Durstine & Osborn) Vol. 1, 
No. | (October, 1966), page 21. 

BBDO finds clients prefer its new Efficiency Incentive Fee 
to the commission system or the fixed-fee method. 


A CONCEPTUAL FRAMEWORK FOR AD AGENCY 
COMPENSATION 

William R. King (University of Pittsburgh) Vol. 3, No. 7 
(July, 1968), page 13. 

An academician’s look at the financial relationship between 
advertisers and their agencies, and an appraisal of the pros 
and cons of a flexible system of compensation. 


“THE CRITICAL PARTNERSHIP” 

George M. Naimark (Naimark and Barba Inc.) Vol. 1, 
No. 1 (October, 1966), page 36. 

A review of Mark Hanan’s book on how to choose an ad 
agency and how to appraise an agency’s performance. 


PREVENTIVE MAINTENANCE IN CLIENT-AD AGENCY 
RELATIONS 

M. P. Ryan (Allied Chemical Corp.) and Russell H. Colley 
(R. H. Colley Associates) Vol. 2, No. 10 (November, 
1967), page 23. 

How some clients avoid the problems of agency hopping 
and dissatisfaction with results by a systematic performance 
appraisal of their ad agencies. 


COMPUTER USAGE 


BRIDGING THE COMPUTER GAP IN MARKETING 
James V. Mahar (Fisher-Stevens, Inc.) and John A. Aherne 
(Bristol Laboratories) Vol. 3, No. 3 (March, 1968), page 11. 
Marketing managers have been slow to accept the computer 
as a basic tool but as this attitude changes the Marketing 
Information System becomes a fact, not a cliché. 


THE COMPUTER AND CALL REPORTING 

R. Duke Powell (Fisher-Stevens, Inc.) and Donald R. 
Patoka (Dorsey Laboratories) Vol. 3, No. 4 (April, 1968), 
page 13. 

Following Company X, step by step, in a hypothetical 
conversion to a totally automated system for call reporting 
on a national scale. 


THE COMPUTER AND DIRECT MAIL 

Bruce E. Ross (Fisher-Stevens, Inc.) and John White 
(Donald F. Fitzsimmons, Inc.) Vol. 3, No. 5 (May, 1968), 
page 23. 

A discussion of the advantages of using computers for 
scanning the marketplace and directing sales procedures 
and a guide to making use of the computer’s possibilities. 


THE COMPUTER AND THE FUTURE 

Robert J. Atkins (Fisher-Stevens, Inc.) and Kenneth R. 
Davis (Dartmouth College) Vol. 3, No. 8 (August, 1968), 
page 23. 

A consideration of what is ahead when the power of the 
computer is fully put to use in marketing and management 
training. 
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THE COMPUTER FOR MEDIA SELECTION AND 
ACCOUNTING 

T. R. Spiers (Texas Pharmacal) and Stuart R. Samuels 
(Fisher-Stevens, Inc.) Vol. 3, No. 6 June, 1968), page 21. 
A discussion of the ways in which a computer can help you 
get more out of your advertising budget. 


THE COMPUTER AND OPERATIONS RESEARCH IN 
FORECASTING AND PLANNING 

Stuart A. Samuels (Fisher-Stevens, Inc.) and Dr. Morris 
Hamburg (University of Pennsylvania) Vol. 3, No. 7 (July, 
1968), page 20. 

An evaluation of the growing role of operations research 
and computers as potentially valuable new approaches in 
forecasting and planning. 


CREATIVITY: FOR COMPUTERS OR EXECUTIVES? 
Roman R. Andrus (University of Oregon) Vol. 3, No. 10 
(October, 1968), page 16. 

A discussion of the possibilities of automating the process 
of creativity, leaving the executive free for administrative 
tasks. 
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INCREASING MARKETING EFFICIENCY WITH A 
COMPUTER INFORMATION SYSTEM 

Robert T. Dann (Pharmatech, Inc.) Vol. 3, No. 11 (No- 
vember, 1968), page 23. 

How computers can help the pharmaceutical industry meet 
the need for increased efficiency as government payment 
for health care grows. 


INPUT/OUTPUT: UNDERSTANDING THE COMPUTER 
Robert J. Atkins (Fisher-Stevens, Inc.) Vol. 3, No. 2 
(February, 1968), page 5. 

An explanation of the five basic components in a computer 
system: input, output, storage, arithmetic/logic, and con- 
trol—and the limitless uses to which a computer can be put. 


OPERATIONS RESEARCH IN THE DRUG INDUSTRY 
Thomas G. Cavanagh (Warner-Chilcott Laboratories) 
Vol. 3, No. 3 (March, 1968), page 15. 

Operations research activity on the pharmaceutical scene 
has tripled in the past three years as the OR analyst copes 
with a wide variety of corporate problems through mathe- 
matical models. 


EDUCATION 


CAN PHARMACEUTICAL MARKETING BE TAUGHT 
IN COLLEGE? 

David Popofsky (Rumrill-Hoyt Agency) Vol. 1, No. 1 
(October, 1966), page 27. 

A graduate program of the Brooklyn College of Pharmacy 
is disproving the theory that marketing can only be learned 
“on the road.” 


COPING WITH THE MEDICAL MANPOWER SHORTAGE 
Dr. Merlin K. DuVal (University of Arizona Medical 
School) Vol. 3, No. 2 (February, 1968), page 13. 

The problem created because the graduation rate of medical 
schools lags behind the population growth rate needs more 
than government aid for its solution. 


FACE-TO-FACE WITH THE “TV TRAINING MONSTER” 
Will Lane Vol. 2, No. 5 (May, 1967), page 31. 
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An appraisal of how one California firm, Syntex Labora- 
tories, uses closed circuit television and video-tape record- 
ing in sales training. 


PHARMACEUTICAL SALES TRAINING BY XEROX 

J. R. Snader (Xerox Corp.) Vol. 2, No. 6 (June, 1967), 
page 36. 

A field report from Baxter Laboratories demonstrates the 
effectiveness of the Professional Selling Skills program 
developed by Xerox for sales training. 


PROGRAMMED INSTRUCTION 

Jack Adler (Medical Programs Inc.) Vol. 2, No. 8 (Sep- 
tember, 1967), page 27. 

The basic importance of the pharmaceutical field staff makes 
clear the need for adequate training. Programmed instruc- 
tion may be the answer. 
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GENERAL MARKETING 


AHS/“TEL-AMERICAN”: AUTOMATED DISTRIBUTION 
—A MARKETING TOOL 

Vol. 2, No. 7 (July-August, 1967), page 30. 

The ‘“Tel-American’” computer direct-order inventory 
service of American Hospital Supply Corp. is assuring 
hospitals of prompt shipment of complete orders—and 
increasing its own sales. 


ANNUAL REPORT ON THE RX MARKET 

R. A. Gosselin (R. A. Gosselin and Co.) Vol. 3, No. 3 
(March, 1968), page 5. 

Statistics on ethical sales for ‘‘fluless 1967” show a dramatic 
swing toward institutionalized practice, though private 
practice still dominates the market. 


DIRECT MAIL AND THE M.D. 

Vol. 2, No. | (January, 1967), page 34. 

A new study from Canada, on doctors’ acceptance of 
mailed advertising, reveals findings equally pertinent to 
the U.S. market. 


EFFECT OF MEDICAL GROUP PRACTICE ON PHAR- 
MACEUTICAL MARKETING 

Robert E. Ribeiro (L. W. Frohlich[Intercon.) and Dr. 
Austin H. Schoen (L. W. Frohlich|Intercon.) Vol. 3, No. 9 
(September, 1968), page 9. 

A survey of medical groups indicates some questions which 
may have to be faced in drug marketing as group practice 
increases. 


THE GENERAL THEORY OF MARKETING 

Robert Bartels (Ohio State University) Vol. 3, No. 6 (June, 
1968), page 10. 

A proposal for the structure of a unified theory of marketing 
based on the specialties being learned today by marketing 
students. 


IS MARKETING KEEPING PACE WITH PRACTICE? 
Joseph J. Ingolia (Schering Laboratories) Vol. 2, No. 9 
(October, 1967), page 7. 

As medical practice becomes more institutionalized, auto- 
mated and specialized, a company’s future can depend on 
how well its marketing adapts to the changes. 


MARKETING PLANNING: TWO POINTS OF VIEW 
John L. Huck (Merck Sharp & Dohme) and Robert C. 
Bennett (Roche Laboratories) Vol. 3, No. 1 (January, 
1968), page 11. 

Role of the Product Manager: A discussion of the vital 
responsibilities of a product manager in a company that 
relies heavily on his special and personal contributions to 
annual and long-range marketing plans. 

The Role of Research: How marketing information is in- 
volved in the three basic elements of planning—the ana- 
lytical base, the establishment of objectives and specific 
action programs. 


M.D. VISITS TODAY AND TOMORROW 

Franklin Osgood (Lea Associates) Vol. 2, No. 2 (February, 
1967), page 34. 

A new Statistical survey points up the growing impact of the 
geriatric patient on medical practice and on the drug industry. 


NATIONAL ANALYSTS: TECHNOLOGY OF THE N.A. 
MEDICAL JOURNAL SURVEY 

Vol. 2, No. 3 (March, 1967), page 34. 

How the National Analysts survey of their Medical Journal 
Audience Service is designated and conducted. 


THE NEW SHAPE OF THE MEDICAL MARKET 

Regina Brown (Gordon Marshall Co.) Vol. 2, No. 6 (June, 
1967), page 7. 

As the practice of medicine shifts to the hospital, industry 
promotion can no longer be directed at the individual 
doctor and the drug market is becoming a corporate-level 
effort. 


PINPOINTING THE CASE FOR SELECTIVE MARKET 
COVERAGE: A UNIQUE NEW STUDY 

Hugh A. Cotton (University of Colorado) and Dr. F. C. 
Hammerness (University of Colorado) Vol. 3, No. 1 (Jan- 
uary, 1968), page 5. 

The first published report of Colorado’s recent specialty- 
by-specialty probe of prescribing patterns in a test-market 
area raises some questions about current sales methods. 


continued on page 16 
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